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Abstract 
The success of a hotel depends on the guests’ interpretation and reviews of their visit experience. Guests who 
perceived their visit experience as worthiness and satisfactory would circulate their experience to their acquaintances. 
In today’s information based era, their visit experience can be widely circulated through electronic word of mouth (e-
wom) such as the social media. This paper aims to construct a research framework to study hotel guests experience 
responses as the result from their encounters with the hotel’s products and services during their stay. Unforgettable 
encounters would influence the guests’ future behaviour, starting with their commitment and eventually translated into 
reaction in the forms of electronic word of mouth responses. Methodically, an exhaustive review of the literature was 
carried out to establish a theoretical underpinning of hotel guests experience assessment process and their future 
responses. Perceived value and satisfaction are deemed as important measurements in the initial stage of the hotel 
guest visit experience outcomes. In line with the current information technology trends, the guests are expected to use 
electronic word of mouth to disseminate their visit outcomes. Academically, the study framework reduces the gaps 
related to the formulation of research constructs for hotel visit experience assessment. It is assertive that this paper 
would be practically beneficial to hotel operators or relevant stakeholders in order to gain a comprehensive 
understanding about hotel guests' visit experience responses and their future behaviour, including the electronic word-
of-mouth response.  




When hotel guests visit a hotel, they are 
exposed to the various products and services at 
the hotel. The hotel guests’ experience then is 
determined whether these products and services 
can meet their needs and wants. Ideally, the 
overall experience is noted as the performance of 
the hotel staff, products, services, and hotel 
facilities, as well as the benefit gained by the 
guests from the performance. The outcome of 
this experience shall then influence their future 
responses.  
Past research indicated that the customer 
experience assessment is a very complex process, 
and it is difficult to measure directly. However, 
the literature points out that perceived value 
would be a realistic component to initially 
measure customer responses. In this paper, it is 
asserted that perceived value can help the hotel 
analyse the overall experience of the hotel's 
guests and understand their behavior. Therefore, 
by understanding the guests’ perceived value, 
hotels can provide a better experience to their 
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guests by offering products, facilities, and 
services that meet their requirements.   
Another important result of the visit 
experience is satisfaction. Past studies pointed 
out that perceived value is the antecedent of 
satisfaction. Thus in this paper, it is postulated 
that perceived value will influence satisfaction. In 
addition, customers frequently disseminate their 
experience to others through various mediums, 
and with the advancement of communication 
technology, social media is a common and 
convenient method of disseminating information. 
Those who are committed to this type of media 
would update their information regularly. Hence, 
the whole picture of guest experience process 
can be depicted through the relationship among 
perceived value, satisfaction, commitment, and 
electronic word-of-mouth. In other words it is 
foreseen that perceived value influences 
satisfaction and commitment in which ultimately 
affect hotel guests’ electric word-of-mouth.  
HOTEL GUEST’S EXPERIENCE 
This segment reviews past studies that are 
related to customer post-consumption 
experience and relate them to the hotel guests’ 
experience responses. Discussions are focused on 
the relevant constructs that lead to the 
formation of a research framework. Specifically, 
this section reviews related variables namely; 
